
BMTP6016
Strategic Tourism, 
Events & Leisure 

Management
Introduction to the Module



o 9-10am: Introductions 

o 10am: Refresher Library Tour (Events)

o 11am: Refresher Library Tour (Tourism)

o 12:30-2PM: Strategic Management 
Introduction (Both groups)

Session Plan



How about 
you?

Introductions



Introduce Yourself!
• Your name
• A fun fact about yourself
• What is your favourite:
o Hobby
o Food
o Book or Film
o Moment of the summer
o Moment within 

University and Module 
studied (so far) and why 



Expectations and 
Policies

Behaviour Expectations
o Classroom conduct
o Behavioural expectations

Attendance and Participation
o Attendance Policy 
o Participation 

Academic Integrity
o Academic Misconduct Handbook



Course Materials and Resources

• Resources within the Module Handbook (Reading List, Guidance, 
Generic Assessment Criteria)

• Online Resources (Online Library)

• Additional Resources (Moodle, Physical Library)



Feedback
• Where can we find feedback?

• Who looks at their feedback?



Classroom Resources

Pen and Paper =Essential!

Laptop = Important, but not essential!



AIM(S):

• To enable the student to critically evaluate the effectiveness of current Tourism, Events and Leisure 
Strategies, and to assess how these could be improved at governmental, corporate and sectoral levels to 
ensure effective future sustainable development of the industry.

• To provide the student with an opportunity to identify, discuss and analyse external and internal market 
forces and assess their impact on strategic decision-making processes and funding.

LEARNING OUTCOMES:

Upon the successful completion of this module, the student should be able to:

•  Apply relevant strategic and economic models in order to assess the impact of political and economic 
conditions on current strategies.

• Analyse the impact and effectiveness of current Tourism, Events and Leisure strategies and government 
policies.

Aims and Learning Outcomes



• The strategy process - the nature of Strategic Management, the strategic context, and the importance of 
effective management. Diagnosing and analysing strategic capability –  using models such as Porter’s Five 
Forces, PESTLE etc, in order to analyse the current and future market potential.

• Internal environmental analysis, resources and capabilities; the resource-based view of the firm – the
analysis of the environment and current strategic issues. The situational analysis (the SWOT vs. TOWS
matrices). Stakeholder profiling and analysis.

• Basic Strategic Management and Sustainability tools relevant for an internal analysis of organisations, such
as Porter’s Generic Strategies, Boston Consulting Group Matrix, Value Chain

• Strategy formulation; functional and business level strategies, strategic positioning, competitive advantage,
generic strategies, the strategy clock. Corporate level strategies: growth, direction, Ansoff’s Matrix, limited vs.
substantive growth strategies (diversification, integration, mergers and acquisitions)

• Political environment, supra national forces, WTTC, WTO, EU, Brexit, Central Government strategies,
Regional Government Policies, Economic Policies

Indicative Content 



• UK Government Tourism Sector Deal, Industry Strategies to address the sector skills shortage, 
Economic Strategies, Policies

• Tourism and Events Strategies - BTA Strategies, Visit Britain Strategies , Visit Wales Strategies, Events 
Wales Strategies Industry Strategies to address the sector skills shortages and Community Initiatives

• Transport and Travel Policies and Strategies –  Cross Rail, Heathrow and Bristol Airport Expansion,
Blue Skies Strategies, Wales Transport Reviews

• Strategic linkages, network strategies, Destination Management Organisations, Industry Lead
Bodies and Boards, ABTA, Institute of Hospitality, TTG and Tourism Alliance

Indicative Content 



Date Content
Wednesday 25th

September
Induction Week

Wednesday 2nd October Introduction & Key Note Lecture

Wednesday 9th October Understanding Market Forces - External Analysis

Wednesday 16th October Internal Environmental Analysis

Wednesday 23rd October Stakeholder Profiling and Analysis

Wednesday 30th October Strategy Formulation Tools

Wednesday 6th November Industry Week

Wednesday 13th November Strategic Leadership 

Wednesday 20th November Political and Supranational Forces

Wednesday 27th November UK and Wales-Specific Strategies

Wednesday 4th December Tourism and Events Strategies 

Assignment One (8th December 23.59 2024)

Wednesday 11th December Trains For Wales - Project

Assignment Two Workshop 



Assessment 1 
(50%) – Case 
Study Report



Assessment 2 (50%) –
Political News Story



An Overview of Strategic Management

Why do some organisations succeed while others fail?

❑ Strategy: Organisations with a clear, well-thought-out strategy that aligns with their strengths and market
opportunities are more likely to succeed.

❑ Management: Effective leadership and management that make informed decisions, inspire teams, and adapt to
changes contribute to success.

❑ Market Understanding: Organisations that understand their market, customer needs, and industry trends can
better meet demand and compete effectively.

❑ Financial Health: Strong financial management, including effective budgeting and investment, supports business
growth and stability.

❑ Innovation and Adaptation: Organisations that innovate and adapt to changing technologies and market
conditions can stay ahead of the competition.



An Overview of Strategic Management

Why do some firms succeed while others fail?

❑ Customer Service: Excellent customer
service and strong relationships with
clients can drive repeat business and
positive word-of-mouth.

❑ Competitive Advantage: Firms with unique
strengths, such as superior products,
services, or technology, can outperform
competitors.



An Overview of Strategic Management
What is strategy?
❑ Strategy is a plan or approach designed to achieve a specific goal or objective. 

❑ Think of it as like a roadmap that helps a person, team, or organisation decide how to get from where 
they are now to where they want to be in the future.

Question: If a company wants to become the top seller in their 
market, what might their strategy be?

1. Improve Product Quality: Enhance the quality and features of existing products to make them more 
appealing to customers. 

2. Expand Marketing Efforts: Increase marketing activities to reach more potential customers.

3. Offer Competitive Pricing: Analyse the prices of competitors and adjust pricing to be more 
competitive. 



An Overview of Strategic Management
What is the strategic management process?
❑ The strategic management process is a way for organisations to plan and manage their long-term goals and

objectives.
❑ It involves a series of steps that help organisations set directions, make decisions, and achieve success.

How can this be achieved?

1. Set Goals and Objectives
❖ This is what the organisation decides what it wants to achieve in the long run. These are the big goals that guide

the organisation's efforts.

2. Analyse the Current Situation
❖ Look at where the organisation currently stands, including its strengths, weaknesses, opportunities, and threats

(SWOT analysis).

3. Formulate a Strategy
❖ Create a plan to achieve the goals set. This involves deciding on the actions and resources needed.



An Overview of Strategic Management
4. Implement the Strategy
❖ Put the plan into action. This involves organising resources, assigning tasks, and making sure 

everyone knows their roles.

5. Monitor and Evaluate
❖Check if the strategy is working and making progress towards the goals. Adjust the plan as 

needed based on performance and changing conditions.

6. Adjust and Improve
❖Make changes to the strategy if necessary. This could be based on what was learned from 

monitoring and evaluating.

If the new product is not selling as expected, what would 
you do?



Factors Shaping the Choice of 
Company Strategy (Internal)

1. Resource and Capabilities
➢ This includes the company's financial resources, human talent, technology, and equipment.
➢ A company with strong resources and capabilities can pursue more ambitious strategies.

2. Company Culture and Leadership
➢ The beliefs, values, and behaviours that define the company's environment can influence

strategy.
➢ A company with a risk-taking culture may opt for innovative strategies, while a more conservative

company might focus on cost-cutting or incremental improvements.

3. Strengths and Weaknesses
➢ A company's internal strengths and weaknesses directly impact strategic choices.
➢ Strategies often aim to leverage strengths and address or mitigate weaknesses.



Factors Shaping the Choice of 
Company Strategy (Internal)

4. Employee Skills and Expertise
➢ The skills, knowledge, and expertise of the employees play a crucial role in strategy.
➢ If the workforce has strong technical skills, the company might focus on innovation and new

product development.

5. Current Operations and Processes
➢ The efficiency and effectiveness of a company’s existing operations and processes will shape

strategic decisions.
➢ A company with efficient processes might choose to grow its operations, while a company

with inefficient processes will likely focus on improving those processes first.

6. Organisational Structure
➢ A flexible structure can help a company innovate and grow quickly, while a more rigid

structure is better for maintaining stability and control.



Factors Shaping the Choice of 
Company Strategy (External)

1. Market Trends
➢ Changes in consumer preferences, market demand, and emerging trends can influence a company’s strategy.
➢ For example, a shift towards eco-friendly products might lead a company to develop more sustainable

offerings.

2. Competition
➢ The actions of competitors, including their strengths, weaknesses, strategies, and market positions, play a

crucial role in shaping a company's strategy.
➢ If a competitor launches a new product, a company might respond with its own innovations or adjust its

pricing strategy.

3. Economic Environment
➢ The overall state of the economy, including factors like inflation, downturns, or growth, affects strategic

decisions.
➢ In a strong economy, companies might invest in expansion, while in an economic downturn, they might focus

on cost-cutting or consolidation.



Factors Shaping the Choice of 
Company Strategy (External)

Technological Advances
➢ Rapid changes in technology can create opportunities or threats. Companies must adapt to new

technologies to stay competitive or risk becoming left behind (E.g. Blockbuster)
➢ For example, a company might adopt new digital tools to enhance its operations or engage

customers online.

Political and Legal Factors
➢ Government policies, regulations, and political stability affect strategic choices.
➢ New laws or regulations, like those about environmental standards or data privacy, may force

companies to change how they operate or create new products (E.g. Climate Change Act)

Environmental Factors
➢ Issues related to the environment, such as climate change, resource scarcity, and sustainability

concerns, are increasingly influencing business strategies.
➢ Companies might focus on reducing their carbon footprint or sourcing sustainable materials.



Company’s Strategic Situation
What do they need to consider before making a decision?

❑ Goals and Objectives: Ensure the decision aligns with the company's short-term and long-term goals.

❑ Market Conditions: Understand current market trends, customer preferences, and competitive landscape.

❑ Resources: Assess available resources, including finances, personnel, technology, and time.

❑ Impact: Consider the potential impact on all stakeholders (Internal and External).

❑ Feasibility: Determine if the decision is practical and achievable given the company's current situation.

❑ Ethical Implications: Consider the ethical aspects of the decision and its alignment with the company's values.

❑ Long-Term Consequences: Think about the long-term implications of the decision on the company's
sustainability and growth.



Why do Strategies Evolve?

❑Changing Market Conditions: The market can change due to shifts in consumer
preferences, new trends, or economic conditions.

❑New Competitors: New competitors entering the market or existing competitors changing
their tactics can force a company to adjust its strategy to stay competitive.

❑ Internal Changes: Changes within the company, such as new leadership, organisational
restructuring, or shifts in financial resources, can also drive strategic change.

❑Emerging Opportunities and Threats: As the business landscape evolves, new opportunities
(like entering a new market) or threats (like a global pandemic) may emerge, prompting
companies to adjust their strategies accordingly.



Why do you think 
some firms 

outperform others?



Why do you think some organisations 
outperform others?

❑ Understanding Customer Needs: Successful organisations have a deep understanding of what their
customers want and need.

❑ Innovation and Adaptability: Companies that consistently innovate by developing new products,
services, or ways of doing business tend to stay ahead of their competitors. They are also quick to
adapt to market changes, such as new trends or economic shifts.

❑ Strong Leadership and Vision: Companies with strong leadership often have clear goals and a sense
of direction. Good leaders inspire their teams, make smart decisions, and drive the company toward
long-term success.

❑ Skilled Workforce: A skilled and motivated workforce is critical to a company's success.
Organisations that invest in their employees through training, good working conditions, and
incentives often have higher productivity, better customer service, and more innovative ideas.



Why do you think some organisations 
outperform others?

❑ Effective Marketing and Branding: Organisations that effectively communicate their value to
customers through strong marketing and branding tend to attract and retain more customers.

❑ Building Strong Relationships: Companies that build strong relationships with customers,
suppliers, and other stakeholders often have a competitive edge.

❑ Adapting to Technological Changes: Firms that are quick to adopt and leverage new technologies
can streamline their operations, improve products and services, and enhance the customer
experience, giving them an edge over competitors who are slower to innovate.

❑ Financial Management: Companies that manage their finances well, controlling costs, investing
wisely, and maintaining good cash flow, are more resilient to economic downturns and better
positioned for growth.



Benefits of Strategic Management

✓ Clear Direction: Provides a clear sense of direction and purpose, helping the company focus on its goals.

✓ Improved Decision-Making: Enhances the quality of decisions by considering long-term goals and potential
impacts.

✓ Competitive Advantage: Helps the company identify and leverage its strengths to gain an edge over competitors.

✓ Proactive Approach: It helps the company anticipate market changes and adapt proactively instead of just
reacting to events.

✓ Resource Optimisation: Ensures that resources (time, money, and personnel) are used efficiently and effectively.

✓ Goal Alignment: Aligns the efforts of all employees with the company’s strategic goals, improving teamwork and
cooperation.

✓ Performance Monitoring: Provides a framework for measuring and assessing the company's progress toward its
strategic objectives.



Risks of Strategic Management

× Uncertainty: Strategies may not work as planned due to unpredictable changes in the market,
economy, or competition.

× Resource Misallocation: Focusing on the wrong strategies can waste time, money, and other
resources.

× Resistance to Change: Employees and managers may resist new strategies, leading to internal
conflict or reduced morale.

× Overconfidence: Assuming a strategy will work without proper research or flexibility can lead to
failure.

× Short-Term Focus: Focusing too much on short-term gains can harm long-term sustainability and
growth.



‘Formality’ in Strategic Management –
What does it mean?



What is Formality?
Formality in strategic management is the level of structure, rules, and documentation involved 

in the process of planning and executing a company's strategy. It's about how organised and 
detailed the strategy-making process is within an organisation.

Suitability of Formality in Strategic Management:

➢ High Formality: This approach is often good for large organisations, businesses in heavily
regulated industries, or companies going through major changes or facing complicated
challenges. It provides a structured way to manage complexity and ensures that all factors
are carefully considered.

➢ Low Formality: Smaller businesses, startups, or companies in fast-changing industries might
choose a less formal approach. This helps them be more flexible and quick in making
decisions without getting stuck in too much red tape or paperwork.



Degree of Structure
❑ Formality refers to how structured the strategic management process is. In a highly formal approach,

there are clear steps, written plans, detailed analyses, and documented strategies
❑ In contrast, a less formal approach might involve more informal discussions, fewer written documents,

and a flexible process.

Written Plans and Documentation
❑ In a formal strategic management process, there is a strong focus on creating written documents that

outline the strategic plan, goals, objectives, action steps, and performance measures.
❑ This helps ensure everyone in the organisation understands the strategy and knows what to do.

Rules and Procedures
❑ Formal strategic management usually includes clear rules and procedures for making decisions,

allocating resources, and evaluating performance.
❑ This can include standardised templates, regular meetings, and formal reviews to assess progress.

What is Formality?



Level of Detail
❑ A formal approach to strategic management involves detailed plans and analyses, including

market research, competitor analysis, financial forecasts, and risk assessments.
❑ This helps reduce uncertainty and provides a clear roadmap for achieving strategic goals.

Involvement of Key Stakeholders
❑ Formality also means involving various stakeholders—such as top management, department

heads, and sometimes even external consultants—in the strategic planning process.
❑ This ensures that different perspectives are considered, and the strategy is well-rounded.

Consistency and Accountability
❑ A formal strategic management process promotes consistency in decision-making and

accountability among team members.
❑ Clear roles and responsibilities are assigned, and performance is regularly reviewed against

the plan.

What is Formality?



Key Attributes of Strategic Management 

❑ Goal-Oriented: Strategic management focuses on setting and achieving long-term goals. It starts
by defining what the organisation wants to achieve in the future and then creating a plan to reach
those goals.

❑ Comprehensive Planning: It involves examining all parts of the organization, including its
strengths, weaknesses, opportunities, and threats. This helps in making informed decisions
about the best way to move forward.

❑ Adaptability: The business environment can change quickly due to new competitors, shifting
customer preferences, or technology advancements. Strategic management requires flexibility
and the ability to adjust plans as needed to respond to these changes.

❑ Competitive Advantage: A main goal of strategic management is to create a competitive
advantage that makes the organisation stand out from its competitors. This can be achieved
through better products, lower costs, superior customer service, or a strong brand.



Key Attributes of Strategic Management 
❑ Resource Allocation: It involves deciding how to best use the organisation’s resources, such

as time, money, and people, to achieve its goals. This means prioritizing some projects or
initiatives over others based on their potential impact.

❑ Long-Term Focus: While daily operations are important, strategic management focuses on
long-term success rather than just short-term results. It involves considering future
opportunities and possible risks.

❑ Stakeholder Involvement: It takes into account the needs and expectations of different
stakeholders, like customers, employees, investors, and the community. Effective strategic
management means balancing these interests to ensure the organisation's success.

❑ Proactive Approach: Instead of just reacting to events as they occur, strategic management
involves anticipating future challenges and opportunities and preparing for them ahead of
time.



Critical Tasks of Strategic Management

Setting Objectives:
➢ Defining clear, specific goals that the organisation wants to achieve. These goals guide the

direction of all strategic efforts.

Analysing the Environment:
➢ Understanding both the internal and external environments of the organisation. This includes

analysing the organisation's strengths, weaknesses, opportunities, and threats.

Strategy Formulation:
➢ Developing a plan of action to achieve the organisation's objectives. This involves deciding which

markets to enter, what products or services to offer, and how to compete effectively.

Strategy Implementation:
➢ Putting the formulated strategies into action. This includes allocating resources, assigning

responsibilities, and ensuring that employees understand and are committed to the strategy.





Understanding 
Market Forces –

External Analysis 



Thank you for your time!

If you have any questions, please 
contact me via Teams or email 

(scott.james@uwtsd.ac.uk).

See you next week!

mailto:scott.james@uwtsd.ac.uk
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